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position.﻿Leveraging Computer-Mediated Marketing Environments﻿attempts﻿to﻿assist﻿and﻿promote﻿the﻿
new﻿marketing﻿concepts﻿of﻿the﻿offline﻿and﻿social﻿media﻿environments.﻿Furthermore,﻿to﻿enable﻿firms﻿to﻿
develop﻿a﻿holistic﻿perspective﻿of﻿computer-mediated﻿activities﻿and﻿environments.
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